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Abstract 
The growth and performance of hospitality industry nowadays not only focuses on hotel sector, but also dependable 
on the restaurant services. Restaurant is one of the local attractions in highest demand for both local and international 
market segment in craving distinctive and specialty cuisine at the tourism destination. Moreover, it has been reported 
that almost 17-20 percent of total monthly household expenditure is spent on dining out.  Thus, it is unquestionable 
that restaurant operation can be considered to be a very lucrative business. Nevertheless, not every restaurant operator 
would successfully manage their business. As a matter of fact, a large number of businesses fail to compete and 
survive. Many efforts such as campaign, related business courses and investigations have been conducted to solve 
such problem. However, failure rate is still imminent. Wrong selection of restaurant concept is the most critical and 
common cause of failure. The aim of this paper is to conceptually discuss on how the restaurant concept selection can 
influence the growth of restaurant business. Finally, two cluster factors for standalone restaurant concept selection, 
namely internal (menu, financial support and staff) and external (location, market segment, competitor and economic 
status) are identified and elaborated further. These factors are believed to be an essential parameter to guide the 
business operator in planning and developing their restaurant.  
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1. Introduction 
Restaurants must have a clear identity that can define their concept to cater to a specific group. A 
standalone restaurant is defined as free-standing facilities and involves specialized management, 
marketing and systems. Sometimes it has possible brand affiliation. Normally, it provides food and 
beverage for diners, as well as a place where the general public can conduct parties and other social 
events. Therefore, restaurants should focus both on providing excellent services to individual customers 
and also on the required products and facilities that the customers need (Hing & Yun, 1995). 
According to Klara (2001) the most challenging aspect that the restaurateur needs to consider is 
choosing the strategic location to expand their businesses. Besides that, restaurant business becomes more 
competitive and clear in the whole restaurant marketplace. The most important thing is to choose the right 
concept to develop the restaurant rather than a strategic location (Parsa, Self, Njite & King, 2005). There 
may be an occasion to recognize and evaluate which criteria that should be taken into consideration for a 
restaurant concept selection process by the manager.  
Restaurant concept selection consideration is very important in order to increase its revenue. Choi and 
Zhoa (2010) described the concepts chosen each have its own uniqueness that can help to make the 
restaurant more outstanding and successful. The factors that have been recognized in this study could 
provide some ideas to the operator to choose the best concept for the restaurant. 
1.1. Statement of Problem 
Over the past few years, standalone restaurants have been managed as a secondary business of the 
hospitality and tourism industry that is costly amenity rather than a revenue center (Strate and Rappole, 
1997). In addition, due to the fact that the roles of food and beverage in restaurant have changed, it also 
influences the concept consideration.   
Normally, the majority of hospitality research focused their attention on the relative financial and 
service quality (SERVQUAL) performance in the standalone restaurants, rather than investigating the 
basic nature of the restaurant failures. However, many companies and business people today are 
rethinking and realize on how to integrate and combine food and beverage services into the right facilities 
(Strate and Rappole, 1997). Therefore, the owner and manager of the restaurant need to understand the 
role of the concept that should be selected and considered (Syed Saad Andaleeb and Conway, 2006).  
According to Ashton, Scott, Solnet, and Breakey (2010), in past three decades the restaurant industry 
has experienced one of the highest business failure rates in the retails and services industry. Thus, the 
operator should be aware of certain changes that have occurred in the restaurant over the decades. The 
various factors that can be taken into consideration in the restaurant concept selections are financial, 
location and other important elements (Sohrabi, Vanani, Tahmasebipur & Fazli, 2012). These elements 
will be able to assist the manager to reduce the restaurant failure.  
2. Literature Review 
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In making decision to consider the restaurant concept for the standalone restaurant, few factors need to 
be taken into account. The factors that need to be considered might be different for each standalone 
restaurant and might be influenced by other sub-factors. Its concept needs to be set up to attract certain 
groups of target market or customer. Parsa, Self, Sydnor-Busso, and Yoon (2011) mentioned that the 
concept development have being  applied to any type of foodservice operation, starting from a hot dog 
stand to a fine dining restaurant, and from a quick-service restaurant to a full-service restaurant.  
Obviously, the restaurant concept comprises of everything that can affect the perceptions of the 
customers towards the restaurant. According to Lundberg (2001), the best concepts normally come from 
learning the mistakes that we made. Selecting a restaurant concept that matches a suitable target market 
and outstanding in comparison to the competitors and to make it run smoothly, is considered to be the 
major obstacles and challenges.   
The concept and market are the major factors in the restaurant. Both factors are influenced by the 
menu, price, atmosphere, management, location, food, service and quality (Lundberg, 2004). Regardless 
of the selected concept, it needs the existence of the market to support the development of the restaurant. 
In turns, the restaurant operator needs to take into account all of the factors in order to make a selection 
against the restaurant concept. This is clearly illustrated in Fig.1 below.          
Fig.1: A Restaurant Begins With A Concept And Potential Market. All Other Component Becomes a Factor in Choosing Both 
Important Considerations (Lundberg, 2001)  
On the other hand, Birchfield and Sparrowe (2003) found that the elements of concept development 
which contribute to successful of foodservice operation are the five (5) M s which are market, menu, 
money, management and method of execution. A typical fault made by both large corporation and 
individual restaurant operators is to conduct the market analysis and then fail to perform on the basis of 
the information obtained ((Parsa et. al, 2005 & Birchfield & Sparrowe, 2003). There are some cases in 
which extensive marketing feasibility studies were done by external marketing firms but the owners and 
managers set their decisions on gut feelings as compared from the hard data obtain from the study. 
FACTORS 
DONALD E. LUNDBERG 
(2001) 
JOHN C. BIRCHFIELD & 
 R. T. SPARROWE 
(2003) 
Menu  
The menu can assist and entertain the 
customer at the restaurant. The type of 
menu provided influence the concept of 
restaurant because it involves different 
styles and requires different level of skills 
towards the employee.  
Menu is very important to the design 
of the food facility. As part of the 
process of developing a menu, 
additional information may assist the 
owner or manager for a new or 
renovated food production.  
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Price / 
Money 
Pricing can be in terms of how much the 
restaurant operator needs to invest for the 
selected concept. It should be reasonable 
and will give better revenue.  
The elements in successful 
capitalization of food facility included 
planning costs, building construction 
or renovation, furniture and fixtures, 
decor and operating costs.  
Atmospher
e 
The atmosphere may be one of the most 
important factors in selecting the 
restaurant   
Concept. There are few factors that need 
to take into consideration under the 
atmosphere factor, which is: taste, sight, 




The operator needs to identify whether or 
not the available employee has suitable 
skills to be matched with the concepts.  
An individual whose personality 
becomes a parts of the guest s dining 
experience is often operated and 
owned successful restaurant.   
Location 
The location is a very crucial factor for 
restaurants. In selecting the location, the 
available target market and the demand 
should be identified as well as the 
consideration on other infrastructures.   
None 
Food 
Food selection also has a strong 
relationship with the type of menu offered 
and style of service provided.   None 
Service 
The type of service will affect the layout 
of restaurant, employee and type of food 
being served.   None 
Quality 
This factor could be in terms of the 
restaurant rating. The concept chosen 
needs to consider the standard of the 
restaurant.   
None 
Market  None 
It is to conduct market studies before 
proceeding with the construction of a 
food facility.   
Method of 
execution None 
Decisions about operating methods 
such as production methods, control 
systems and personnel must be made 
during the concept development.  
Table 1: Comparisons of the Restaurant Concept Selection Lundberg, 2001 and John C Birchfield, 2003 
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3. Discussion and Conclusion 
Based on the factors above, it can be concluded that those factors can be categorized into two 
important cluster factors for restaurant concept selection. The first one is internal feature. This is very 
important in choosing the concept of restaurant. Menu, financial support and staff are fall into this 
category. Food is the main sources of revenue for every restaurant. This is supported by Birchfield and 
Sparrowe s (2003) statement that concepts of restaurant are best developed from the menu. When the 
operator knows what types of menu that will be provided in his or her restaurant, he or she can easily 
develop suitable concept that matches with the menu. Thus, restaurant operator has to decide, what are the 
types of food should be served to the customers. This will help in determining what market that can be 
reached by the operator. Therefore, the selection of menu items and method of the presentation are 
critical.   
Harrington, Ottenbacher, and Kendall (2011) suggested that the restaurant owner and manager should 
consider about planning costs, building construction, equipment, furniture and fixtures, operating cost and 
others in deciding the specific amount that should be allocated in changing the concept of the restaurant. 
Scholars identified that atmosphere of restaurant has significant relationship with design and décor 
(Anderson, 1999).  Thus, the restaurant operator can choose any suitable concept for the restaurant but the 
management must consider the amount of budget before implementing the concept. This is in line with 
Hing and Yun (1995) notion that the atmosphere of the restaurant must be suitable with the concept in 
term of its taste, sight, sound and smell. For instance, customers normally choose the restaurant that 
provides more leisure and relaxed atmosphere for them to dine at the restaurant.   
Secondly, external feature including location, market segment, competitor and economic status need 
to be taken into consideration in choosing the concept of the restaurant. The location of restaurant in 
established individual attached or storey houses or hotel premise is not a very crucial factor since it is 
already fixed (Ahmed Hassanien, 2006). However, scholars recommended that restaurant manager has to 
find an alternative way to ensure that the customers can notice and recognize the existence of the 
restaurant, even though it is located inside of a restaurant building. Besides that, restaurant operator must 
create the own uniqueness of a restaurant that can make the restaurant to be different and stand out from 
the other competitors (Norazilawati, 2011).  
Lastly, in the foodservice industry, the most important criteria in hiring the workers are based on their 
skills and knowledge. In addition, this industry is not only concerned with food but also emphasized on 
service. Parsa et. al (2011) emphasized that the concept of restaurant shows the quality and image of any 
restaurant. The chosen concepts must be suitable for the restaurant because it is part of it. Thus, it will 
affect the image of the restaurant as well. Figure 2 (Fig.2) outlined the summary of the cluster factors. 
.   
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Fig.2: Two cluster factors for standalone restaurant concept selection namely internal and external features   
In conclusion, all of these factors are integrated among one to another in planning and selecting the 
most appropriate restaurant concept. Details and full attention need to be given in restaurant concept 
selection stage. However, scholars believed that even though we choose the right concept, it is not a 
definite guarantee for the success of the business. It must be preceded with method of execution and 
setting the operation standard. All of these are the assurance in service and production quality of the 
restaurant, which in the end will determine the satisfaction level of customer.   
4. Limitation and Further Study Development  
Based on this study, various opportunities for further researches have been recognized. Nonetheless, 
since this is a non-empirical research work, there is a need to undergo further analysis. It would be great if 
series of relevant empirical investigation studies either throughout in-depth interview or survey tools to 
testify the theories and concepts developed to affirm and obtain accurate information of the factor that 
influences the concept of restaurant rather than make a conclusion according to previous study.  
Besides that, future researchers can also extend their research on the well-established restaurant that is 
already successful with their own concept. As a result, any new findings and factors could be included or 
compared with the existing studies outcomes to strengthen the relevant theories.   
Finally, the opinion of customers and their preference should be added in the concept selection 
consideration because they are the main contributor to the restaurant s revenue and business sustainability  
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